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CHAPTEH. I 
INTRODUCTION 
Statement of the Problem 
:The purpose of this project was to provide eight short 
skits to be used in the cl assroom of a high school .salesman-
ship class ., 
Analysis of the Problem 
The following subsidiary problems were encountered in 
this project: 
1. To illustrate good methods of handling some of the 
more dif ficult types of customers. 
2. To provide pract ical on-the-job situations in which 
the salesmanship student will soon find himself and to fur-
ther assist him in bridging the gap betl.'IJeen school and the 
retail st ore. 
3. To equip the student with an "occupational awa.I'e-
- . 
ness, " that is, some of the basic traits of character and . 
desirable qualities of a salesperson to which he m~ aspire . 
4<il To demons·t.rate some of the better techniques of 
successful behind-the-counter retail selling. 
5. To stimulate the students to notice other types of 
customers and to write suitable dialogues of their own. 
6. To encour~e students and teachers toward a greater 
utilization of dramatics in the sales classroom. 
7. To provide further development of the 
characterizations through the use of parenthetical st~e 
directions& 
8. To prepare the student to converse intelligently 
and discreetly in a sales situation. 
9. To provide study guides for the teacher• s aid in 
emphasizing some of the highlights of the skits. 
10. To supplement the teacher's daily activities in 
varying the daily routine. 
Delimitation of the Problem 
The steps of a sale, while inherent in the playlets, 
were not given special attention, since it was assumed that 
this topic would have been covered in the course. Rather, 
it was the writer's intention to merely deal with types of 
customers. 
While the principal. charact.ers in the skits are girls , 
as they comprise the majority of salesmanship courses in most 
schools, there is no reason why the names cannot be changed 
to those of boys, and the merchandise switched to some other 
article. 
Justification of the Problem 
As described by Berry and Berry , the following comprises 
the usual induction program for new salespeople: 
A brief evaluation of this program of induction 
training shows some attempt to emphasize policy and 
rules of the store, and to explain some selling 
2 
principle-a. However, most of the emphasis is 
placed upon systems and forms which without 
aoubt are necess~, but which are poorly 
absorbed by most new employees in the class-
room's hustle and bustle •••• no method 
is provided by the training d!partment for a 
follow-up on these newcomers. 
These skits are designed to fill the gap left by these 
retail store training courses. 
The primary objective of ~ education, that is, 
"education for life adjustmentr underlies all of these 
skits, for poise, dignity and overall 11 savoir · faire" are 
inherent throughout. 
Organization of Chapters 
The following plan of organization has been used for 
this project: 
Chapter I presents the statement and nature of the 
problem. 
Chapter II contains a brief review of literature 
related to the covering of this problem. 
1 
Berry, Robert D., and ·Berry; Anne Johns, American 
E~usinesf ~ducation .Yearbook". ~, Evaluatirf Competence ~- Bus· ne§S Occupations., Chapter 17; ''Descr ption of 
In-Service Training Of Store Workers, 11 p. 'Z76 
3 
I 
I 
Chapter III gives suggestions for production pro-
cedures necessary for exemplification of the material to 
its best advant~e. 
Chapter IV comprises the skits themselves and their 
accompanying study guides. 
Chapter V introduces questions and tallow-up activities 
in connection with the skits. 
4 
CHAPTER II 
RELATED SUBJECT MATTER 
Although there are quite a few pl~s and short skits 
written for salesmanship classes and adaptable to the high 
school level, most of these deal with the steps of "making 
a sale" rather than with some different types of customers, 
as in this project. The first seven types of customers were 
' 1 
suggested by Casey and Johns. The "mean" customer was sug-
gested by a column in an i nsurance periodical. 2 
The purposes of this chapter are twofold: to gi ve t he 
sources of some good salesmanship skits; and to present some 
practical techniques for playvfri ting, so that t he t eacher and 
students can construct additional dialogues revolving around 
situat ions of their own making. 
Ger ald Robbins, 3 whi le he does not present an actual 
drama, gives ideas for handling the steps of a sale in cl ass 
through the use of various teclmiques.: . the comparative tech-
nique in which good and bad illustrations are employed; the 
instructor as actor; th~ student show; the use of devices; 
and the critique approach in which the steps shown in a film 
are redramatized. 
1 
Casey, Elizabeth; and Jolms, R. L., Salesmanship ~ 
Buymanship, H. M. Rowe, Chicago, 1938, pp. 56-74 
2 
Roth, Charles B., quoting Frank Bettger in "The Selling 
Parade," Best's Insurance ~' Vol. 54, No. 5, September, 1953, 
p. 97 
·3 
Robbins, Gerald B., "Dramatizing That Lesson On The Steps 
of a Sale," Business Education World, Vol.33, December, 1952, p.l7~ 
Robert Cv Strohackerl presents a skit used on a local 
radio station to tell the community what the high school 
salesmanship class had accomplished during the year. This 
skit can be used as a model for a similar 11plug11 for any 
high school salesmanship or distributive education course. 
The teacher as demonstrator is well articulated in a 
skit by R~ond Kennedy. 2 This pl~let gives a fine pre-
sentation of the steps of a sale, with especially good 
objections on the part of the customer. It also contains an 
excellent check list to be used by the students in rating the 
nsalesman1 s" power to culminate the sale. As a follow-up to 
this article, Mr. Kennedy also gives us points for deriving the 
maximum benefit from a teacher- or class-made skit: 
1) • e • should contain one or two but not 
more than three salient features. 
2) Provision should be made for practice work 
or discussion immediately after the presentation. 3 No full period demonstrations should be permitted. 
1 
Strohackert Robert c.' 11Salesmanship Skit, II Balance 
Sheet, March, 1952, pp. 297-298; 301 
2 
Kennedy, Raymond, "To Teach 'Jfue Principles of Selling, 
Demonstrate Them," Bus~ness Education World, Vol. 28, January, 
1948' pp. 272-27 5·. 
3 
Kennedy, Raymond J., "To Teach Retailing, Teachers :Must 
Use Many Demonstrations," Business Education World, Vol. 30, 
January, 1950, p. 228 
6 
In turning to the second section of thia ch pter 
(tecliDiques of playwriting), Caine and Sluae;,;· ·give some 
\ 
- . 
excellent steps toward getti ng a class pl~ organized: 
Ever,y classroom has a few students who 
hav~ a flair -ror wri ting1 and tho e· people should 
always be encouraged to oevelop sui table plays 
£or drmna.tization by the class ·• • • others will · 
become interested in trying their hand in the 
fascinating art ot pl~iting.l 
Some teachers discuss the ideas and stories 
for dramatization with their students and at the 
same ~im:, outline on. t he blackboard, 2a briet descrJ.ptJ.on of the maJor scenes • • • . 
The authors also warn us not te embark on any dr~~tltc 
enterprise that does not have the tull support af all the 
students. 
Continuing aJ.ong in this vein, Ommanney gives us sGme 
definite concrete ~teps: 
Let the beginning of your pl~ quick~ intro-
duce the characters. Present your preliminary 
situation clearly! and start the action with a 
definite initial ncident which takes place in 
view ot the audience; let · the middle rise to one 
intensely dramatic moment; and let the end come 
to a logical conclusion; and, it. possible, close 
on a striking last sentence and situation. Pro-
vide a conflict af some kind, the outcome of which 
will -rurnish the element ot: suspense in your play.3 
1 
Caine, Leonard B., and Sluder, Lester I., ,American 
Business Educati()n Yearbook, 1953,_ Emj.ched Learning !B 
;§usiness Ed,ucation, . Chapter 8, 11Participating in Pl~­
making," p. 83 
2rbid • . 
30mmanney Katharine Anne, The · St~f · ~ . the . School, 
Harper and Brothers, New York, l~, P• a9 
7 
McKillop1 , in an arti cle entitled, "Role Playing 
In Sales Classes ," shows quite succinctly the actual 
mechanics of a psychodrama , v1herein two people put 
their feelings , emotions, and reactions into an arti-
ficially created situation and act it out8 That is to 
s ay, the situation is one in which a conflict must be 
solved . 
Om.l!lanney also indicates that in developing the con-
flict, i t is necessary to, "catch one or two people at a 
crucial moment in their lives and make them a • eit her 
') 
solve the problem or rise or fall before the crisis.""" 
. play 
This same author off er s this advice for polishing t he 
Relentlessly ru1a.lyze itt cutting off irrelevant 
action, unnecessary words and trite expre s sions. 
Review your act:Lon and see that it is clearly moti-
vated; look hard at your character s and see that they 
are real people in t heir reactions to your .situations; 
review your prelimi· ary situation and3 conclusion a-nd see that they are cl ear and complete . 
Platt4 gives some ilhuninating advice on wri t ing dialogue , 
especially on avoiding any temptation to digress. 
1 
McKillop, John, "Role Playing ~n Sales Classes ," 
1JBEA Forum, Volu 7 1 ·May, 1953 , P• 39 
2 
Ommanney, lo c. . cit . 
3 
Ibid. 
4 
Platt, Agnes, Practical Hints on Playwriting, Dodd, 
Mead & Co., New York , 1920 , P• 52 
In this same book, it is also shown that writing as 
people speak should be used as a guide: 
Short crisp sent ences are always better for 
the sfage because they are the speech of everyday 
life. 
Write as people speak and above2al1, let the characters speak char acteristically. 
Keep your emphatic words for the end of your 
sentence, and do not make the s e sentences ·too 
long-winded or the actor 's breath will fail him 
just when he needs i t to make his point.3 
Curtis4 shows how t he use of dramatics i n the classroom 
contri outes highly to the student 's underst anding of the 
subject matter; and Walter s and Lansner5 point out that role 
playin_g contributes to the student ' s social develo~ment, 
since i t develops initiati ve and fosters group cooperation. 
9 
In summary, it is evident that educators are well aware 
of t he ap~ eal of the theater for school-age youth and of its 
distinct value in training t~e student for both specific 
skills and knowledges to be used in practical situations as 
well as its contributory concomitant values of developing the 
whole child. 
1 
Ibid , p .. 54 
2 
112.i£ .. , P• 55 
3 
Ibid., p .. 59 
4curtis , Elnora, The Dramatic I nstinct in Education, 
Houghton Mifflin Co., Cambr1dge, 1914, P • 27--
5 
Walters , R., C! . , and Lansner, Lawrence A., American 
Business Education Yearb ook,l953, Enriched Learnipg · in 
Business Education, "Part icipat i ng i n Sociodrama," p . 94 
CHAP':'&~ III 
PRODUCTION :WJEI'HODS AND PROCEDURES 
These skits are designed to be used in the clas sroom 
for demonstration purposes~~ There are not more than t wo 
role s to be played in each skit, and the l ines are short 
and simply \~itten, so that they can be easily memorized 
and thus bring the students--both actors and audience 
closer to a real-life situation. 
Special points for the teacher ' s emphasis are i ncluded 
i n the form of stage di rections . These will also appear 
in the students' copies, but it would be wise for the 
teacher to preview the skits and go over t hese points with 
them; otherwise, the entertainment value might well 
supersede the instructional value. 
It should also be noted that the skits do not have 
to be used in verbatim f orm to provide maximum usefulness . 
They can be easily adapted to meet the needs of the 
i ndividual class or sub-group simply by allowing the group 
to either edit the dialogue before performing, or "ad lib" 
during the actual presentation. In this way , the students 
must use their own ingenuity i n a new situation. The 
teacher, however, must guide the audience in evaluating 
the important points contained in the "typical situation" 
depicted by t h e skit. Each playlet has an accompanying 
study guide for t he ·teacher 's as well as the students ' use, 
highl ighti ng specific instructional points. 
The action is portrayed in the training department 
of a large retail store, since this a9pears to be the 
most natural setti ng and most closely approximates the 
average salesmanship classroom situation. · 
No especial properties are needed. The scarves sold 
by the girls have specific colors mentioned in some of 
the skits, but it is the writer 's intention to use either 
a white or neutral scarf; the im~ination of the audience 
will supply the rest. This is especially true i n the 
skit depicting the "show me" type; iNhere an actual dem-
onstration of the different styles of the scarf tak.es 
place, and the focus of attention is placed ·on the fol-
ding of the scarf. 
11 
Only part of a class period should be devoted to the 
enacting of a skit. To provide a really polished perfor-
mance, the actors should have ample time beforehand to 
adequately analyze the characterizations and rehearse the 
lines so that all the instructional points are brought out 
in crystal-clear form. This can be done either in class 
or as an axtra-class activity, whichever is more feasible. 
As far as the part of the training supervisor is 
concerned, this could be played by the teacher to give an 
overview of what is to come; or by a student who will act 
as mistress of ceremonies . This provides for greater 
continuity in relating one situation to another. 
There are many other t ypes of customers that can be 
noted during the aver~e day in a selling department; the 
students in sub-groups might be assigned to be on the 
lookout for them, and then work out their own Skits 
according to the directions given in Chapter II. Some 
of the students in the class who have a flair for writing 
might get the incentive to write a one-act or perhaps 
even a three-act play. 
Suggested follow-up acti vities summarizing the 
fundamental issues within the skits as a whole are lis-
ted in Chapter v. 
12 
CHAPTER IV 
EIGHT SKITS ON HOW TO }UiliDLE 
VARIOUS TYPES OF CUSTOMERS 
Cast of Characters 
Training Supervisor - Miss Hemingway 
Salesgirls: 
customers: 
.::> ally 
Nancy 
Rose 
Roberta 
Carolyn 
Barbara 
Gloria 
Mary Anne 
Anne The Impulsive Type 
The Deliberate Type 
The Vacillating Type 
The Positive Type 
The Sociable Type 
The Morose Type 
- Sheila 
The Show-Me Type 
The Mean Type 
- Juanita (Hua-nee-tah) 
- Arlene 
- Janet 
- Alice 
- Angela (Ann-jell-ah) 
- Louise 
Scene 
The entire action of all skits takes place in the 
training department. 
Properties 
Any table or desk which can be used as a selling 
counter is suitable. 
A white or neutral 27-inch square scarf, or a few 
with other colors if available i s necessary . 
14 
THE SKITS 
Miss Hemi11oo-way 
Good morning, girls. I am Miss Hemingway, your 
training supervisor. You have been hired by our Personnel 
Department as members of our sales force; and the first 
thing I wish to do this morning is to welcome you to our 
store family and wish you a happy and successful future 
with us. My job, as training supervisor, is to see to it 
that as fledglings you receive a good pre-flight training 
course, so to speak, and when you earn your wings, are able 
to fly solo. 
Now, I know my assistant, Miss Blake, has already given 
you routine training in the handling of our sales slips 
and the rules of the store; and you have your company 
handbooks describing our advantages and benefits. You 
have also had time for observation in the Neckwear 
department . 
But our work from hereon will take a slightly dif-
ferent turn. We will probe deeper into the mechanics 
of selling, that is, how to handle different types of cus-
tomers. As you know, you are the customer's only contact 
with the store, and it is your impression on her that will 
either bring her back or send her away. If she goes away 
and tells all her friends to do likewise, then store 
manag ement may as 1.vell cl ose up shop and we are all out 
of jobs. 
We are going to concentrate on eight of the more 
difficult type s of customers t,o be met in retail selling, 
15 
as I believe your training with Miss Blake will help you 
sell the easier customer. Now, what do I mean by "easy" 
and "dif ficult" customer. You tell me. Sally, I see 
y ou have your hand up. 
Sally 
Well, I should think the easy customer would be the 
one who has a pretty good idea of what she wants as to 
style, color, and price range. 
Anne 
And one that will be open to suggestion in case you 
don't have exactly what she wants . 
Miss Hemingway 
Very good, girls . Well, I see we do not have to 
spend too much time on the easy ones. Vmat about the 
difficult ones? . 
Anne 
One I can think of is the "impulsive t ype." 
Miss Hemingway 
I She sounds interesting. Can you tell us how she 
would act in a typical sales situation? 
Anne 
I picture her as a fluttery, v'li de-eyed person who is 
attracted by everything on the counter, but does not 
"light" on anything. 
Sall y 
And I can think of some ways to make her "light" by--
16 
Miss Hemingway 
(Laughing) That 1 s fine. But as Shakespeare said, 
"The play ' s the thing, u so why don't both of you get 
together and tomorrow we 1 11 all see just how to handle 
this type. Don1 t forget your 11props .u 
17 
Cast: 
I1.l§ Impul:3i ve ~ 
Salesgirl - Sally 
Customer · - Anne 
(Anne approaches Neckwear counter and fingers 
practically every scarf on the counter, trying some 
against her suit, but eventuaily ~utting all down again) 
(Sue watches Anne caref ul ly for a few seconds, 
analyzing her. Finally, she decides that this lady is an 
impulsive type who needs definite, provocative help and 
moves along with her. She speaks as Anne tries one scarf 
agai nst her lapel) 
Sally 
That goes very well with your brown suit. 
Arme 
But I like this one, too . 
Sally 
Vlhy not take both7 
Anne 
How much are they? 
Sally 
$3.95 each. 
.Anne 
(Very confused, does not know whether to take one or 
the other, or both, and starts to walk away from counter, 
18 
murmuring something about having too many things to carry 
already . But Sally is ready for her). 
Sally 
Oh, a scarf isn't too heavy to carry. Besides , our 
store delivery service can d~liver it to your home if ' you 
live within a 20-mile radius. 
Anne 
(InteYpr ets this as sarcasm, although none intended 
on Sally's part) I know full well about the store ' s 
delivery service, having been one of its chru~ge customers for 
t he past ten years. 
Sally 
(Definitely in hot water, now. Tries desper ately to 
get out) No offense intended, Madam. If you wish, I 'll 
be glad to show you some of our newer scarves which just 
arrived in this morning's shipment. We really have some 
very pret ty numbers. 
Anne 
Very well, then. (Looking at watch) But I must rush 
to a luncheon. 
Sally 
Here ' s a pure silk hand-painted scarf. It ' s a copy 
of a famous Watteau. 
Anne 
Yes , I've seen the original many times in our city 
museum. It 's very dainty , isn 't it. I'll t ake it. 
Sally 
That ' s to be charged, isntt it? 
19 
Anne 
That ' s right . 
Finis 
W.i ss Hemingway 
That ' s fine, girls. Perhaps we can have some dis-
cussion on Sue's expert handlirig and quick thinking in 
this delicate situation. Let t s consult our study guides. 
20 
study Guide - Impulsive Type 
1. ·what do we know about this customer, and how can 
we best determine her needs? 
2 . Vlhy is it important t o have at our finger tips 
information regarding the pr oduct we sell? 
3. How did. Sally divert customer's sarcasm into some-
thing constructive? 
4. ~That store services are brought out in this skit? 
5. In your opinion, is it necessary to ment.ion the 
name of the artist who is re s.)onsible for the original 
design? 
6. What clues can we look for in a customer such 
as the impulsive type in order to better direct our sales 
talk? 
21 
.... 
Miss Hemingway 
Can you think of any ot her interesting types of 
customers? Sheila? 
Sheil a 
There r s a "deliberate type." She will usually give you 
a hard time, asking almost technical questions about 
fabrics and dyes. 
Nancy 
I know that type. She's always seen the same thing 
for a cheaper price in the store across the street. 
Miss Hemingway / 
Can you two girls give us some idea of how to treat 
this type? 
Casta 
The neliberate Type 
Salesgirl - Nancy 
Customer - Sheila 
Sheila 
{Approaches counter, picks up scarf and looks at 
it disdainfully} How much is this? 
Nancy 
$3.95. It's hand-painted, copied from an original 
pa\.nting by Watteau. 
Sheila 
Never mind the sales talk. Is it washable? 
22 
Sheila 
Oh, yes, Ma'am. 
Nancy 
You're sure the colors won't run? 
Sheila 
Quite sure. Our buyer told us the manufacturer gave 
his guarantee, which he in turn received from the people who . 
sold him the fabric. 
Nancy 
What type of fabric is it? 
Sheila 
Pure silk. 
Nancy 
You know I saw this s ame scarf in Lawton' s for a dol-
lar less. 
Sheila 
I'm sure it couldn't be the same, since our store 
maintains a comparison shopping service. They go around 
to the different stores t o make sure our customers are 
getting the most for their money, and they report that 
t hey've seen nothing like this particular scarf in our 
city. 
Nancy 
(Sheila has won her confidence in the store and she 
softens a little) Do you think I can wear it with a 
hunter green wool dress? 
23 
Sheila 
Surely. It blends equally well with green and 
brown. 
Nancy 
O.K. Here is my charge plate. 
Sheila 
(After completing routine sales transactions) Here 
you are. Thank you very much. I know you'll be pleased 
with it. 
Finis 
Miss Hemingway 
Don't we all ~ree that was very well done? You 
people are certainly getting a lot out of your 
observation period. Shall we take 1 out our study 
guides? 
24 
Study Guide - Deliberate Type 
1. What traits characterize the "deliberate type" 
as depicted in this skit? 
2. Why do you suppose the same "sales talk" as 
used in the previous skit did not impress this customer? 
3. What type of qualifications would a member of 
the co~arison shopping service have to possess? 
. . . . . 
4. Did Sheila have to "try" to close the sale here? 
Explain. 
5. How can we as salesgirls control the situation so 
that the sale closes itsel f naturally? 
6. What is a good at titude toward a customer after 
routine transactions have completed? 
25 
Miss Hemingway 
What type are we going to meet today? Rose? 
Rose 
I can think of a certain type of lady that may like 
a couple of things but can never seem to make up her mind. 
Juanita 
And, if you 1 re not careful, she 1 s liable to walk 
away without buying anything. 
Miss Hemingway 
We' 11 call her the "vacillating type" and let's see 
her in action. 
Cast: 
The Vacillating ~ 
Salesgirl - Rose 
Customer ~ Juanita 
Juanita 
(Approaches counter, fingers a few scarfs and keeps 
on doing this for a few seconds) 
Rose 
Those are II' etty, aren't they. They just came in this 
morning. 
Juanita 
Yes, they are. 
Rose 
(Catches the bewildered, hesitating manner of this 
customer and tries to focus her attention on two of the 
scarves) What do you think of these two? They can be 
worn with lime, black, OI' lavender. 
26 
Juanita 
I don't have any of those colors. 
Rose 
(Stymied--but only f or a moment) Perhaps some of 
your friends or relatives do, though. A scarf :na kes a 
delightful gift and is always in good taste. 
Juanita 
I like these two--but then, I might see something 
else in another store. 
Rose 
I doubt that. The scarves are unique in that they 
are hand-rolled and hand-painted. And they are washable--
guaranteed to be color-fast. 
Juanita 
(Hesitating) I don't know whether I like this one 
or that one. 
Rose 
(Trying to simplify mat ters) Why not take both? 
These are part of a special purchase and are quite rea-
sonably priced at $2.50. 
Juanita 
I only need one. (Trying one against her coat. It 
doesn't blend at all, but she doesn't seem to realize 
this) 
27 
, 
Rose 
(Snatching up the other scarf) I think this blends 
much better. 
Juanita 
Oh, do you? Well, all right. I guess you've sold 
me one. 
Ro se 
Cash or charge? 
Juanita 
Cash. 
Rose 
(Gives change and places scarf in bag) Thank you. 
I hope you'll be pleased. 
Finis 
Miss Hemingway 
She was an undetermined type. Let's refer to our 
study guides to understand her better if we come across 
her again. 
28 
Study Guide - Vacillating T,ype 
1. How can we "spot" a vacillating type? 
2. What ways are employed by Rose to 11 anchar n 
this type? 
3. What would you do if one of your sales points 
backfired? 
4 . Do you think Rose counters the objections well? 
Can you think of alternate ways? 
5. Is price an impor tant consideration in this 
skit as compared to the t wo previously given? Explain. 
29 
Miss Hemingway 
Now I know some of the rest of us must have made 
some observations of the different types of customers 
whom we encounter almost every day. Arlene? 
Arlene 
I had one yesterday who might come under the category 
of "positive" type. She was sure she knew more about 
the product than I did. If Roberta will help me, I can 
demonstrate to the rest of the class how I was able to 
win her over. 
Cast: 
The Posi tive Type 
Salesgirl - Arlene 
Customer - Roberta 
Roberta 
(Impatiently calls to Arlem who is just finishing 
with another customer) Oh, clerk. 
Arlene 
Yes, one moment, - please. (Coming forward} May I 
help you? 
Roberta 
Will you show me some scarves, please? 
Arlene 
Any particular colors? 
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Roberta 
Well, I want one that will blend with alrnostJ 
everything. 
Arlene 
Most of them only have three di stinct colors. 
Roberta 
That 1 s enough! 
Arlene 
Herets one that 's predominantly white with rose and 
yellow highlights. It can be worn with black , brown, or 
green with gold jewelry. How does this suit you? 
Roberta 
(Tries it ~ainst her navy suit) \Vhat manufacturer 
makes these? 
Arlene 
(Stumbling, but quickly regaining composure) I 
don't know, offhand, but the label is inside. 
Roberta 
(After looking at label) All it says is "Pure Silk." 
Arlene 
That's because . they are part of a special purchase 
and according to a pre-arranged agreement, all manufacturers ' 
labels had to be torn out before they could be sold at 
this price. 
Roberta 
(Exhibiting interest for the first time} Do you mean 
they're cheaper than your regular stock? 
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Arlene 
Yes , they sell for only $2.50. 
Roberta 
Well, that's fine! ·wrap it U 1) , will you pleas e? 
Arlene 
Cash or charge? 
Roberta 
Charge. Here is my plate. 
Finis 
:Miss Hemingway 
With all this information, we're sure to be suc-
cessful with this type f r om now on. 
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Study Guide - Positive Type 
1. How does Arlene react to customer's impatient 
na nner in the beginning? 
2. Is it necessary for salesgirl to know by name 
all the various manufacturers who supply the department? 
3. Did Arlene handle the situation adequately enough 
to satisfy the customer's demand for inforrnation? 
4. What do we mean by "special purchase" sales? 
s. Why must manufacturers request that their labels 
be torn out? 
6. How did Arlene ma euver her sales points so that 
the sale closed naturally? 
7. If this procedure does not have the desired 
effect, suggest ways of attempting to close the sale. 
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Miss Hemingway 
There are still a few common types which I'm sure 
you must be noticing during your observation. Yes, 
Carolyn? 
Carolyn 
One that I've come across quite frequently is the 
"sociable" type who talks about everything including 
herself, her family, her day's activities--in fact, 
everything but the subject at h~nd. 
Janet 
Yes, I kn~v that type well. You sometimes wonder 
if she stopped by just to pass the time of day because 
she' s dying to talk to someone, or if she really wants 
to buy something. 
Miss Hemingway 
I think we can safely assume that the attractive 
display on your counter or the alert, pleasant expressions 
of the salesgirls wer e mostly responsible for her stopping 
there. But · why not show us just how to treat this parti-
cular situation~ 
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Cast: 
The Sociable Type 
Salesgir l "" Carolyn 
Customer - Janet 
Janet 
(Walks right up to Carolyn, grinning broadly, as 
if she knows ·her) 
Carolyn · 
May I help you? 
Janet 
Why, yes, I was just passing by and thought I would 
buy a scarf for my daughter who 's coming to visit me. 
She lives in California with her husband and her two 
little girls . 
Carolyn 
How old are her children? 
Janet 
Brenda is going on five and Cynthia will be three 
in June. Oh, I can hardly wait until they come. (Taking 
two parcels from her arm) I've just bought them two 
lovely--
Carolyn 
I think your daughter will appreciate a scarf very 
much. What type of col oring does she have? Light or 
dark? 
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J anet 
Well, she's blonde like me. (Patting the few gr~ 
strands in her bangs) Or as I used to be. 
Carolyn 
You're still a blonde. 
Janet 
Thank you, dear, but you're young and you don't 
know--
Carolyn 
Here is our newest number, a pale green in graduating 
shades. 
Janet 
That ' s nice. Gladys always did look well in 
green. I remember her fourth birthday party. I had 
made her a green silk. dress, and she looked just like 
a beautiful china doll-
Carolyn 
(Attempting to close the sale) Would you like this 
charged? 
Janet 
Yes, dear, that's fine. Now where is my charge plate? 
(Laughing) You won't give it to me without my plate, wi1~ 
you? 
Carolyn 
We're not allowed to, Madam. 
36 
J anet 
Oh, here it is. I can't find ~thing in this new 
bag. It just doesn't seem p ossible. Oh, here it is. 
Carolyn 
(Gives customer pack~e) Here you are. Thank you 
very much. I know your daughter will like it. 
Finis 
Miss Hemingway 
WellS She was a tall~er. We get all kinds in a 
department store. 
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Study Guide - Sociable Type 
1. Show ways by which Carolyn adju~ts her sales 
talk to the customer's mood. 
2. Why is flattery a good method to use with this 
3. Vlhere ar e the openings in this customer's con-
versation which Caro~ takes advantage of? 
4. How does Carolyn bring customer back to reality? 
5. Why is a contrived closing of the sale necessary 
h ere? 
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Miss Hemingway 
(Enters, laughing) As I came up the stairs this 
morning, I could hear quite ·a lot of excited talk coming 
from here . Anything inter esting? 
Barbara 
We were just discussing three more types that we 
noticed yesterd~. 
Glor ia 
Three more we can add t o our museum of eccentricities. 
Mary Anne 
These are really "character s, 11 though. 
Miss Hemingw~ 
How are going to type t hem? · 
Barbara 
Mine is definitely a "morose" type. 
Gloria 
And mine could be classified as a "show-me" type. 
Mary Anne 
I had the "meanest 11 woman in t he world yesterday. 
Miss Hemingway 
Curtain now going up on three more skits. Places, 
everybody. 
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Cast: 
~Morose~ 
Salesgir l - Barbara 
Customer - ~~ice 
Alice 
{Fingers scarves in a desultory fashion) 
Barbara 
These are part of a special purchase promotion. But 
we always have some beautiful designs in our regular 
stock. Are there any parti cular colors which interest 
you? 
Alice 
No, thanks. I'm just looking. 
Barbara 
{Leaves her alone by stepping to one side, but still 
watches her discreetly, waiting for an opening, which she 
finally gets as customer looks askance at a navy scarf) 
Navy is a good conservative color which will go well with 
your navy raincoat. 
Alice 
(Doesn't say anything, or give any leads, so Barbara 
goes on talking) 
Barbara 
These are all hand-rolled, hand-painted and guaranteed 
washable. 
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Alice 
(Still doesn't say anything, but neither does she 
walk away, so Barbara still has a chance) 
Barbara 
We do have some bright er colors. In fact, we have 
quite a variety of colors t o suit every mood--or to give 
as gifts. 
Alice . 
I have no family to gi ve gifts to. 
Barbara 
Oh, that 1 s too bad. Well, surely you have a good 
friend or a neighbor you're close to. 
Alice 
Yes, I do. 
Barbara 
Do you think this navy is sui table or would you like 
this soft brown print? 
Alice 
The brown. How much i s i t.'l 
Barbara 
$3.95. Cash or charge? 
Alice 
Cash. 
Study Guide - Morose Type 
1. In your opinion, is it a good idea to do all 
the talking with this type? 
2. List salient features of Barbara's sales talk. 
3. Show how she progresses from the general to 
the specific. 
4. Is this a natural close or contrived close? 
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Casts 
Salesgirl - Gloria 
Customer - Angela 
Gloria 
(Approaches Angela who is waiting expectantly) Good 
afternoon. 
Angela 
Good afternoon. (looks at lavender print on counter) 
Gl oria 
Yes, that is colorful, ·isn't it, and so dainty, too. 
Angela 
(Still looks at scarf, but expresses no comment) 
Gloria 
Would you like me to demonstrate the different ways 
this can be worn? 
Angela 
(Looks up) Why, yesl 
Gloria 
Well, you can wear it this way with a suit, as a 
dickie (demonstrates by arranging scarf so that it knots 
at the nape of the neck) ; or it can be worn . as a cravat 
and pinned (makes four-in-hand and places finger where 
pin would hold folds in place) 
Angela 
That• s nice. 
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Gloria 
Or it can be worn tied under the chin (shows this) 
or tied under the hairline, gypsy fashion (arranges sc~f 
so that it is doubled and ties the two front ends under 
hair line); and if you have some gold earrings, these can 
create an even greater eff ect. 
Angela 
Well, I don 1 t know. Maybe I' 11 look around some more. 
Glor ia 
(A little dismayed aft er demonstration and ·fearful 
that her suggestion of other accessories may have lost her 
the sale) Usually, people buy their basic accessories 
first, with jewelry last of· all, so that they can make a 
better selection of harmoni zing types and colors of jewelry. 
Angela 
Is that sor 
Glor ia 
(Encouraged, identif ies customer with the product) 
Oh, yes. For example, with this lavender print , you might 
want costume amethysts or topazes. Can't you just picture 
that? 
Angela 
O.K. You talked me into it. It'll be cash. 
Study Guide - Show Me Type 
1. How does Gloria surmise that this customer 
needs more actual demonstration than verbal discussion 
of the product? 
2. What other sales points are to be considered 
in addition to the demonst ration? 
3. In your opinion, were the needs of this cus-
tomer well-defined inher own mind? Give supporting 
( 
evidence for your answer. 
4. How does Gloria encourage her t.o come back to 
the counter? 
s. What suggestions can you make as to the pro-
motion of other products? 
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Cast: 
Salesgirl - Ma~ Anne 
Customer - Louise 
Louise 
(Waiting impatiently while Mary Anne completes sale 
vdth another customer. Fidgets , Shifts weight from right 
f oot to left, and otherwise exhibits signs of impatience? 
Mary Anne 
Sorry to keep you waiting . May I show you s ome of 
our new ascot ties? 
Louise 
Well, it certainly t ook you long enough. Really, 
I hardly ever shop in thi s store for that reason. Jf! d 
much r ather shop in Lavvton' s where ti:1ey give their cus-
tomers prompt and courteous service~~ 
Mar-J Anne 
(Almost on the verge of t ears, but realizing that 
t his is a tough customer who must be handled tactfully; 
and more important--that the store's reputation is at 
stake) I hate to think that you' 11 take away with you 
t he impression that our store incurs the ill-will of its 
customers , because we all try to do our utmost to make 
our customers comfortable and happy so that they'll come 
back. 
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Louise 
(Momentarily mollified) Well, let's see what you 
have. 
Mary Anne 
What type of scarf are you interested in? 
Louise 
Now what type do you thillk I would be interested 
' in? 
Mary Anne 
(Realizes that this lady must have had either sour 
cream in her coffee that morning, or a row with her 
husband. .Anyway, a series of disturbing events have 
certainly soured her disposition, so takes a central 
position) Our new three-cornered ascot is quite a good 
seller. 
Louise 
Don't you think that's a little too young for me? 
Mary Anne · 
(Still won't give up) Here's a more conservative 
number--a pure silk in graduated shades of blue. 
Louise 
(L.ooks at it but without comment} 
Mary Anne 
This is certainly becoming with almost any outfit 
since it blends perfectly. 
Louise 
Blue isn't my color. 
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Mary Anne 
How about a maroon or a h~ter green? 
Lo.uise 
No. (Customer still r emains at counter, so Mary 
.Arule hasn't struck out yet. Waits for the next pitch-... 
it comes unexpectedly) Let me see this one in your show-
case (points to bright. red print, which is anything but 
11her color") That' s more like. it. 
Mary .Arule 
Will you charge it? 
Louise 
Yes, and have it sent, will you? (Doesn't even 
ask price) I 1m late for an appointment~ now. 
Finis 
Miss Hemingway 
That was marvelous. I can ~;ee that you girls are 
well on your way toward being our most successful 
salespeople. 
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Study Guide - Mean Type 
1. Where does the psychological moment (time to 
close the sale) come in this skit? 
2. How does understan ding the reasons why a person 
m rv be "mean" or "nasty" hel p Mary Anne to win over this 
customer? 
3. Show places in skit where Mary Anne might h ave 
given up. 
4 . List qualities of a good salesperson as depicted 
in this skit. 
5. Show ways by which Mary Anne keeps conversation 
in the desired direction, that is, toward culmination of 
the sale. 
6. At what point did Mary Anne discontinue her 
sales talk? Explain. 
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CHi\PT&'q V 
QUESTIONS AND FOLLOW-UP ACTIVITIES 
At first glance, it might appear that all the skits 
must be performed in rapid succession and in the same 
sequence as illustrated. Tb.is, however, is not the case. 
Any one type of customer may be singled out for special 
treatment at an appropriate time during the course. The 
mistress of ceremonies or training supervisor may 
reappear and continue the thread of the previous session; 
or her function may be elirranated altogether. 
The followiP~ are some questions and follow-up 
activities which may be used to summarize the issues raised 
in the ski is: 
1. How are objections overcome in these skits? 
2. ~fuat do you consider important assets to a 
salesgirl's personality? Vfhat liabilities can you think 
of? 
3. Tell ways of knowing the difference between 
high-pressure selling and courteous, considerate selling? 
4. If a salespers on does not know the answer to a 
customer's question, what should she do? 
s. List some of the dangers in typing every customer. 
6. Tell specifically how loyalty to a store plays 
its part in a selling situation. 
7. If a customer is vague about what she wants, 
how can a salesgirl help her define her needs? 
' 8. List points showing how the salesgirls in the 
skits are well-acquainted with their product. 
9., From your analysis of the salesgirls' selling 
techniques in the various skits, l ist the essential 
qualities of a good salesperson. 
10. ~~ich customer of those illustrated would you 
consider the easiest to handle, and which -t,he most dif-
icult? Why? 
11. Tell some other ways you can think of in 
handling these customers and still make the sale. 
12. Give some suggestions for detecting clues as to 
certain types of customers and how to treat them 
accordi ngly. 
13. Tell some ways to look for openings and l eads 
during a selling situation. 
14., When should a general sales talk be used? At 
what point should you s t art catering to the customer's 
individual needs? 
15. Construct a dialogue emphasizing the delicate 
techniques to be used in suggesting other products from 
a salesgirlts own or another department. 
16. What faults do you find in the various customers? 
17. How can a customer's buying habits be better 
org anized? 
18. How do customer s waste their own time , that of 
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the salesperson and that of the store? \Vhat does this 
mean in terms of increased costs and higher prices? 
I 
19. Vfuich of the questions asked by the customers 
do you consider the most pertinent and justifiable, and 
which are irrelevant? 
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20. Is quality of the goods always the most i mportant 
consideration to be used in a sales talk? Name some others. 
21. From your observat ions of other types of cus-
tomers, construct dialogues illustrating how they may be 
treated. 
22. Try your hand at writing a one-act play , having 
as its theme the typical problems of a salesgirl during 
an average working day. 
23. With the help of your teacher, see if you can 
write a three-act play, depicting life in a retail store. 
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